Corporate social responsibility (CSR) has received a lot of attention in the last few decades, from the economic responsibility to generate profits, to the discretionary responsibility to meet extra activities that society finds desirable. Companies are under pressure from the stakeholders to engage in the line of social, environmental, and economical responsibilities. Until now, no research has been conducted on CSR performance using a dataset from the telecommunication industry in Sudan. Hence, this paper has investigated the strategic importance of CSR in a Sudan telecommunication company (Sudatel). In doing so, the paper has sought to understand whether the concept of CSR programs is featured in the company's culture and strategic plans or whether the management of the company is highly committed to CSR programs. Telecommunication companies are expanding in economic size.
Introduction


Business organizations have recognized that to face the challenges in the competitive business environment, new approaches of management concepts are required.
In the last few decades, the pressure toward the role of companies in serving the society in which they exist has increased.
In the current competitive global environment, the awareness of the importance of corporate social responsibility (CSR) has been increased and recognized as a strategic tool that enables firms to gain a competitive advantage (Drucker, 1984) .
Many benefits have been realized by adopting CSRs by companies, such as improving reputation, trust, risk management, and community relationships (Herrmann, 2004) . Understanding the importance of CSR, this study has examined the strategic role of CSR in Sudan using Sudatel as a case, in which no research has been conducted, and much of CSR research originated from contexts of the developed markets (Luken, 2006) . Hence, the main objective of this paper is to investigate the concepts of CSR in one of the leading telecom companies in Sudan. Sudatel Telecom Group (STG) is the first Sudanese company in the telecommunication industry. Since the foundation, STG has paid more than 36 million dollars for social responsibility activities to cover the needs in education, health, and water projects (Retrieved from www.sudatel.sd/en/Sudatel/section/?Topic=5182). This is the main reason why this study has selected STG to understand the drivers behind CSR plans used by the company.
Literature Review
CSR is regarded as one of the most dynamic perspectives that have received large controversy about its importance to business. Although a study by Friedman (1970) challenged the effectiveness of CSR, a recent study (Tiago & Garrido-Morgado, 2012) has proposed that CSR is a key driver for corporate reputation.
There is no agreement on the definition of CSR. There are a large number of different proposals of definitions of social responsibility (Carmen, 2005) . Despite the numerous efforts to bring about a clear and unbiased definition of CSR, there are some confusions as to how CSR should be defined (Alexander, 2008) .
The confusion toward CSR comes from the two extremes of its definition: One defined by Mc Williams and Siegel (2001) , which is very narrow, stated that actions appear to further some social good, beyond the interests of the firm and which required by law; and the other, the broad definition proposed by Van Marrewijk (2003) , stated that in general, corporate sustainability and CSR refer to company activities voluntary by demonstrating the inclusion of social and environmental concerns in business operation and in interactions. Alexander (2008) identified five dimensions that reflect the definitions of CSR. Table 1 shows the five dimensions and example phrases referring to CSR. The perception toward CSR has several impacts on managerial decision making according to the countries status, such as developed or developing or advanced countries. Gjølberg (2009) argued that the country of origin matters to companies' CSR practices. Thus, there is a high likelihood that the differences would become even more pronounced if they were to compare from less developed countries.
In their article, Dobers and Halme (2009) concluded that this observation still raises an interesting question about the capacity of CSR contributions for developing and solving some pressing problems in the neediest part of the globe. While, the benefits behind CSR in developing countries are still limited in terms of human development (Kevin & Jean, 2013) ; however, the impact differs according to the strategy of implementation.
The study conducted on the "influence of national context on CSR implementation" by Patsy (2012) selected seven export garment manufacturers of varying size and business model in Sri Lanka. It was found that harnessing the local cultural context can support the progress of CSR implementation at the factory level in Sri Lanka, the Buddhist philosophy provided by moral underpinning, and hence facilitated supplier engagement with CSR implementation.
The studies on developed countries (Mia & Nakib, 2013) argued that implementing the CSR principles in the EU and the USA demonstrates that companies in the developed countries use a mix of different strategies to incorporate CSR principles into their self-regulatory mechanisms. They concluded that strategies based on legal regulation are not foremost in this mix, rather in these countries, regulation-based strategies are meant to assist the non-legal drivers of CSR, although, the practice and implementation in other countries, such as Republic of Korea, may take different forms affected by the governmental regulatory legislations and policy. Lee and Kim (2014) found that governmental legislation and incentives can play an important role in CSR implementation and practice and they added that CSR practice is not static but is dynamic, with regulatory legislations and norms.
It has been argued by Kloppers (2013) that the governments are regarded as some of the most important driving forces behind the CSR agenda and as a result have a particularly important role to play in the creation of an enabling CSR environment, but there is no agreement among researchers on the drivers behind the CSR, for example, De Jongh (2009) mentioned that the environment and concern about global climate change are now in the top of the list of corporate citizenship issues in all nations. Countries share concern over a number of other issues, such as product safety and working conditions. Breitbarth, Hovemann, and Walzel (2011) summarized the business drivers behind the CSR in Table 2 . The perspective of managers toward CSR takes different forms. On one hand, Jamai and Sidani (2008) differentiated between two broad perspectives, the classical perspective that considers CSR as a burden on competitiveness and the modern perspective that views CSR as instrumental for business success; while on the other hand, Muller (2006) stated that perspectives differ based on multinational enterprises (MNEs), global CSR, or local CSR. Global CSR practice involves an efficient transmission through the organization worldwide, whereas local CSR perspective could be fragmented according to each country's CSR standard.
Other debate on mangers' perspectives toward CSR focuses on the role of socially responsible managers, i.e., it should help in establishing CSR rules. Globerman (2011) argued that socially responsible managers should participate in setting the rules of the games by advising policy makers on how specific regulations and laws can be structured, so that they most effectively condition the linkage between social objectives and profit maximization.
In contrast, other researchers have other views about CSR perspectives. In their study on CSR and access to finance, Beiting, Loannou, and Serafeim (2014) investigated whether superior performance on CSR strategies leads to better access to finance. They found that firms with better CSR performance face significantly lower capital constraints, furthermore, the interpretation of CSR, deeply affected by culture norms. According to Gjølberg (2009) , cultural norms when combined with ongoing national political processes lead to a highly transformed concept of CSR.
Based on the above literature review, four hypotheses are developed to help understand how STG implements CSR:
H 1 : Managers of STG perceive that the CSR concept is part of the company's strategic plan and given high commitment from top managers; H 2 : Managers of STG know that there is a direct relationship among implementation of CSR programs, profitability, marketing of product, and customer loyalty; H 3 : Implementation of CSR programs came in response to internal pressure more than external pressure; H 4 : Environment protection is given high concern and awareness in the STG's CSR programs.
Telecommunication Industry in Sudan
The greatest contribution to Sudanese economy comes from the telecommunication sector, which has seen very impressive development and attracted foreign investors (Abdulla Ali, 2007) . Table 3 illustrates the historical development and progress of the telecommunication sector in Sudan. 
Current Status
In 2012, the total investment in the telecommunication sector in Sudan accounted for $6 billion, with a growth rate of 70% when compared with the 2% in 1995 (Retrieved from www.ntc.gov.sd. ph/info_report_annual_report.php).
Over the past two decades, the number of telecommunication companies in Sudan increased from one to five: three delivering mobile services (Zain, Sudani, and MTN) and the other two managing and delivering fixed network services (Thabit and Canar). 
Sudatel Telecom Group
STG was established in 1993 after the privatization of STPC. Since its foundation, STG has grown steadily from local to regional markets, setting a good example for the privatization policy. STG is the bridge for telecommunication movement among the Arab world, Africa, and the rest of the world (Retrieved from www.sudatel.sd/en/Sudatel/section/?Topic=5182).
STG offers various telecom services and keeps its competitive edge with other companies. STG's main services include provision of mobile services, fixed-line services, as well as carrier and wholesale services. The company provides services at 2G, 3G, and NGN technology levels. STG services are expanded into many cities and rural areas, achieving the widest coverage and most significant presence.
STG's CSR
Sudatel CSR philosophy is based on and influenced by the national culture (Islam), which states that Sudatel's concept of social responsibility is based upon a true Islamic vision-an integrated system for social rights defined by Islam for all people in wealth and money. A considerable amount of studies agreed on this mean that national culture does have an effect on how CSR plans are set up and what they contain (Ida, 2013; Sabir, Faroogi, & Shahnawaz, 2015; Liang, Marquis, Renneboog, & Sun, 2014; Orij, 2010; Lunenberg, 2014) . Furthermore, the company added that "Sudatel has considerably contributed in realizing sustainable development, improved the living standards of its workers and their families as well as local communities and the society as a whole, and preserved the environment and has taken full commitment of communal service as a strategic option" (Retrieved from www.sudatel.sd/en/Sudatel/section/?Topic=5182).
Data and Methodology
The sample taken to examine the hypotheses of this paper consists of 73 managers from STG. Survey questionnaires reflecting all research areas have been used as an instrument for collecting data using a five-point Likert scale, ranging from strongly agree, agree, neutral, disagree, to strongly disagree to determine the response of the participant.
The first part of the questionnaire covers personal information, which includes four questions about gender, age, educational qualification, and managerial level. While the second part includes 29 questions regarding the opinion of the participant on CSR, grouped into six categories: The first category is designed to measure whether CSR exists in the company's concepts, strategies, philosophies, values, and commitment; the second category of this part concerns about the CSR implementation; the third category is the awareness and satisfaction of the company's managers toward CSR programs; the fourth category concerns the relationship among CSR implementation and customer loyalty, profitability, shareholders dividend, and product marketing; the fifth category examines the environmental dimension of CSR; and the sixth category regards the implications of CSR for human resource issues, such as job design, development of skills and talents, and justice and fairness.
The third part of questionnaire concerns ordering the topics of internal and external drivers behind CSR according to the participant's views, and ordering the main CSR programs according to their importance, as well as the (SGT) awareness and preservation of the environment. The participant scores on a five-point scale with "5" being "very low" and "1" very high.
The fourth part of the questionnaire is opened for the participant's suggestion on SGT's CSR implementation.
Data Analysis
A descriptive statistical method, such as SPSS, was used to analyze the data collected. To test the hypothesis Chi-square test was performed.
For examining whether CSR programs are featured in the company's culture strategic plans or whether the SGT management highly committed to CSR programs, hypotheses were evaluated.
Hundred questionnaires were distributed and 73 have been returned with 73% response rate.
Study Reliability
As a measure of internal consistency, Cronbach's alpha is used as a statistical tool to assess how reliably survey or test items that are designed to measure the same construct actually do so. It is widely employed, because it uses a great deal of information about the items in questions and their correlations (Alan, 1995) . The reliability (Cronbach's alpha) of this instrument was acceptable at 0.85 based on the standardized item at 0.90 and the number of items at 49 indicates that the measuring instruments are capable of consistently measuring the same construct (Table 5) . Table 6 shows that 52 of the participants (71.2%) are male, while 21 are female (28.8%). The majority of the participants were of the age group 41-50 (65.7%). Eleven participants were over 50 years of age (15%) and only 12 participants were in the 20-31 years category (16.4%).
As can be seen in Table 6 , the large majority of participants (37, 50.7%) had a bachelor degree, 12 had higher diploma (16.4%), while the master degree participants were 15 (20.5%), and higher school 9 (12.3%). Table 6 also shows that 42 of the participants (57.5%) held the title of first-line manager and among others only five (6.8%) were top managers and 26 (35.6%) were middle managers; the previous information also was illustrated in Figure 1 . Chi-square test was used to measure the relationship between the STG and their perception toward the company's CSR practice. The results are shown in Table 7 . The results show that there was no significant difference among STG mangers gender, age, educational level, and the company's CSR practice; for the management level, the result shows that there was significant difference between manager's level and their perception toward the company's (CSR) practice.
Respondents' views as to whether the concept of CSR programs are featured in the company's culture and strategic plans or whether the managements of the company are highly committed to CSR programs are shown in Table 8 . The majority of the respondents (83%) agreed that CSR is part of the company's strategic plan, there is a higher comment from top management toward implementation of CSR concepts, and CSR is considered as one of the values, concepts, philosophy, and culture of the company, which proves the hypothesis of managers of SGT that the CSR concept is part of a company's strategic plan and given high commitment from top managers.
Eighty-four percent of participants agreed that the implementation of CSR programs drives as a response to internal pressure, while only 28% of participants agreed that the implementation of CSR was in response to external pressure.
Eighty-five percent of managers of (SGT) knew that there is a direct relationship between implementation of CSR programs and profitability; 94% of them also agreed that there is a relationship between CSR and marketing of products, while 85% agreed that there is a relationship between CSR and customer loyalty.
With regard to whether the environment protection is given high concern and awareness in the SGT's CSR programs, 88% of the participants agreed that one of the company's social responsibilities is providing environmentally friendly products and services.
In the section of the implications of CSR for human resource issues, such as job design, development of skills and talents, justice and fairness, the majority of participants thought that the company gives high concern to the human resource issues with some variation in some issues as follows:
 Seventy-five percent agreed that the company helps employees to develop their talents and abilities;  Seventy-four percent agreed that the company provides learning and rewards good work;  Seventy-two percent agreed that company provides equal opportunities in the recruitment, development with non-discrimination for any reason;  Seventy-four percent agreed that job design is more attractive;
 Sixty-six percent disagreed that job design is routine, boring, and more specialized.
The third part of questionnaire is used to know the opinion of the participants on some dimensions of CSR, such as internal and external drivers behind CSR, the main CSR programs adapted by the company, as well as the SGT awareness of and preservation of the environment. The participants score on a five-point scale with "5" being "very low" and "1" very high.
According to the participants' views, the order of the company's internal pressure which is considered as the drive to implement CSR programs comes as follows:
(1) first: company culture, philosophy, and values; (2) second: company strategic plan; (3) third: improve the reputation and image of the company; (4) fourth: employees pressure; (5) fifth: to increase company sales. While the company's external pressure, which is considered as the drive to implement CSR programs, is ordered as follows:
(1) community service; (2) customers and consumers; (3) rules and regulations; (4) non-company organization; (5) governmental and political pressure. The participants' ordering of CSR program implements by the company according to their importance is as follows:
(1) first: health service; (2) second: education service; (3) third: sport sponsorship; (4) fourth: provide high-quality service; (5) fifth: dissemination of technological awareness. Table 10 shows the response of the participants to "if there is any awareness of interest in preserving the environment by the company as one of CSR programs?" Fifty-six participants (76.7%) answered that the company has awareness of interest in preserving the environment by the company as one of the CSR programs, while 17 participants (23.3%) think that the company does not. Table 11 shows the order of the company's environmental preservation programs according to their importance. According to the participants' views, the order of the company's environmental preservation programs according to their importance is as follows:
(1) first: reduce pollution; (2) second: reduce the emission of gases and radiation; (3) third: reduce losses and waste; (4) fourth: reduce the amount of resources used; (5) fifth: reduce the amount of resources used. 
Conclusions
The main aim of this paper is to examine the strategic importance of CSR of SGT. Three of the hypotheses designed were accepted, indicating that there is no significant importance of CSR to the managers of SGT, when it comes to the performance of SGT, there was positive significant relationship between CSR and profit, and number of customers and subscribers to the company.
